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Tujuan penelitian ini adalah mengetahui tingkat brand awareness 
(kesadaran merek) dari  perusahaan penerbit buku Erlangga di kota Surakarta 
yang diukur berdasarkan tingkatannya, yaitu top of mind, brand recall, brand 
recognition dan unaware of brand. 
Penelitian ini merupakan penelitian survey dengan mengunakan metode 
convenience sampling. Penelitian ini melibatkan 100 orang masyarakat di 
Surakarta sebagai responden penelitian. Penentuan jumlah sample dimasing-
masing kecamatan dengan metode proposional. Data primer diperoleh melalui 
penyebaran kuesioner, data yang terkumpul dianalisis mengunakan analisis 
deskriptif yang bertumpu pada mean, median, dan modus hasil penelitian. 
Hasil Penelitian menunjukkan posisi dari Penerbit Erlangga menempati 
posisi Brand Recall dalam analisis brand awareness dengan perolehan 47 
penyebutan nama merek (18%). Sedangkan posisi top of mind ditempati penerbit 
Tiga Serangkai dengan 38% atau 38 responden. Untuk responden yang perlu 
diingatkan (brand recognition) mengenai keberadaan merek penerbit Erlangga 
sebanyak 17% atau 17 responden. Dan masih ada yang  juga masyarakat kota 
Surakarta yang tidak Mengetahui (unaware of brand) penerbit Erlangga yaitu 
sebanyak 10% atau 10 responden. 
Berdasarkan hasil penelitian, peneliti memberikan saran untuk penerbit 
Erlangga untuk meningkatkan promosi iklan di media cetak serta di sosial media. 
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Analysis of Brand Awareness (kesadaran Merek) of Erlangga  
Book publisher in Surakarta 
By: 
Mahendra Bayu Bintoro 
F3214034 
The goal of this purpose of this research is to know the level of brand 
awareness of Erlangga book publishing company in Surakarta city which is 
measured by its level, top of mind, brand recall, brand recogniton and unaware of 
brand. 
This research is a survey research using convenience sampling method. 
This study involved 100 people in Surakarta as respondents research. 
Determination of the number of samples in each subdistrict by proportional 
method. Primary data was obtained through questionnaires distribution, collected 
data were analyzed using descriptive analysis based on mean, median, and mode 
of research result 
The result of the research shows that the position of Erlangga Publisher 
occupies Brand Recall position in the analysis of brand awareness with the 
acquisition of 47 mention of brand name (18%). While the position of top of mind 
occupied publisher Three Serangkai with 38% or 38 respondents. For respondents 
who need to be reminded (brand recognition) about the existence of Erlangga 
publishers brands as much as 17% or 17 respondents. And there are still people 
who do not know the city of Surakarta (unaware of brand) publisher Erlangga is 
as much as 10% or 10 respondents. 
Base on the results of the research, researcher provide suggestion for 
publishers Erlangga to increase advertising campaigns in print media as well as in 
sosial. 
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